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Module One: Getting Started 

In the age of online shopping and technology, in-person sales can easily 

be ignored. Do not overlook, however, the importance of personal 

contact. You never know when or where you will meet your next 

customer, and it is important to make a good impression. Everyone who 

is interested in sales must be confident in the art of in-person sales. 

 

 

 

Workshop Objectives 

Research has consistently demonstrated that when clear goals are associated with 

learning, it occurs more easily and rapidly. With that in mind, let’s review our goals 

for today.  

At the end of this workshop, participants should be able to: 

• Understand in-person sales. 

• Explain the sales funnel.   

• Explore sales techniques. 

• Develop loyalty. 

• Identify ways to build customer base. 

 

 
 
  

I have never worked a day in my life without 

selling. If I believe in something, I sell it, and I 

sell it hard. 

Estee Lauder 
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Module Two: In-Person Sales 

Direct sales such as in-person sales help connect with customers 

and move them through the sales process. Understanding the 

definition of in-person sales as well as their benefits, costs, and 

effectiveness will help improve interaction and sales.  

 

 

 

 

 

Definition 

In-person sales occur when you are working directly with the client at an individual 

level. Traditionally, in-person selling originally was defined as face-to-face meetings 

onsite. With modern technology, other methods of communication are included in 

the definition. This selling takes place in-person or through methods of direct 

communication, which includes: 

• Sales Calls 

• Face Time 

• Meetings 

• Retail Settings 

With each method of in-person sales, the focus is connecting with unique clients.   

 

  

You don’t close a sale, you open a relationship 

if you want to build a long-term, successful 

enterprise. 

Patricia Fripp 
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Benefits 

In-person communication provides several benefits to the sales process. The main 

benefit is the ability to develop relationships. As the relationships grow, so do the 

benefits of the sales technique.  

 

 

There are clear benefits of in-person sales that can lead to lasting advantages for the sales person as 

well as the company.  

 

Cost 

When using in-person sales, it is important to weigh the costs against the benefits. 

A single sales call could pay for hundreds of advertisements. The costs differ 

depending on the method of sales used. For example, a sales call or FaceTime 

conversation takes time and technology. A retail environment would have 

additional costs of overhead.  

No matter the method used, a specialized sales force that connects with individual customers will have 

the highest cost. The high cost, however, should not cause anyone to dismiss using in-person sales 

because it is an extremely effective sales technique. 

  

Build Trust

Demonstrate Product

Easier Close

Generate Referrals
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Effectiveness 

The cost of in-person sales may be intimidating. Additionally, it is not the most 

efficient sales channel. Still, connecting with customers on a personal level has a 

profound effect on them. In fact, in-person and other specialized methods that 

reach clients are the most effective selling techniques.  

Face-to-face interactions distinguish sales people, which increase success. The REED 

Research group, for example, noted that most customers have 4.6 sales calls a week and only 1.8 in-

person meetings. While it does take more effort and money, in-person connections stand out in the 

buyers’ minds and improve the chance of conversion. 

 

Case Study 

Tom and Christie worked for the same insurance company. Tom was determined 

to be the top seller, but Christie repeatedly took this title. He observed her 

carefully to see how she was so successful. He noticed that she was out of the 

office twice as often as anyone else in the company. He relied on advertisements 

and emails to bring in most of his prospects and rarely met any of his customers 

face-to-face. Christie’s customers seemed to move through the sales funnel faster than his and purchase 

at a higher rate. Tom was concerned that the time away from the office might hurt his sales, but he 

decided to give it a try in the next month. 
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Module Two: Review Questions 

1. What is the traditional in-person sales? 

a) Individual 

b) None 

c) Offsite 

d) Face-to-face 

2. What has changed in-person selling? 

a) Nothing 

b) Activities 

c) Assessments 

d) Technology 

3. What is the main benefit of in-person sales? 

a) Demonstrate product 

b) Relationships 

c) Close 

d) Unknown 

4. Who benefits from in-person sales? 

a) Company 

b) Unknown 

c) Sales person 

d) A & B 

5. What has the highest cost? 

a) Retail 

b) Specialized sales force 

c) Conversion 

d) All of the above 

6. What determines the cost of in-person sales? 

a) Methods 

b) Face Time 

c) Overhead 

d) None of the above 
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7. What is the most effective sales technique?   

a) Online 

b) Specialized 

c) Print 

d) All of the above 

8. How many in-person meetings do most customers average in a week? 

a) 4.6 

b) 1.8 

c) 2.7 

d) None 

9. How much more often was Christie out of the office? 

a) 3 times 

b) She was not 

c) 2 times 

d) Unknown 

10. What was Tom afraid of harming his sales? 

a) Nothing 

b) Sales funnel 

c) Advertising 

d) Time away 
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Module Three: Examples of In-Person Sales 

Before anyone can master in-person sales, it is necessary to be 

familiar with the different examples. Knowledge of how sales 

calls, retail, meetings, and FaceTime operate is essential to the 

success of anyone interested in in-person sales. Once you are 

familiar with the examples, you can implement them more 

effectively.  

  

 

 

 

Sales Call  

The in-person sales call is the traditional method of in-person sales. It is the 

equivalent of the cold call over the phone and is more common in B2B 

marketing than other markets. A sales call is often the first communication 

with potential customers and the best chance to make a good impression. 

So, practice active listening, dress well, and pay attention to what your body 

language is communicating.  

In the initial sales call, there are a few goals to keep in mind: 

• Meet with the decision maker – meet with the person who will make the sales decision, which 

will not always be the individual with the highest-ranking position. 

• Find relevant information – discover the name of the decision-maker and anyone to contact as 

well as if there is a current vendor and who that is. 

• Get a follow-up appointment. 

Remember that the goal is to move forward with sales, so try to set up an appointment before you leave 

the sales call.   

  

Make a customer, not a sale. 

Katherine Barchetti 
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Retail 

Retail sales can range for a permanent sales floor to booth or popup shop. While 
booths and pop-up shops will take extra time to set up and break down, the 
basic premise is the same.  

 

• Find an accessible location 

• Choose the method of payment 

• Keep the sales area clean and presentable 

• Greet in a friendly and respectful way 

• Create trust with honesty 

• Focus on the value for customers 

• Go above and beyond for customers 

There are typically multiple people working on retail sales floors. When more than one person is 
working sales, you must make sure that everyone is trained in in-person sales.   

 

FaceTime 

FaceTime, Skype, and other methods of online communication have expanded the 

way that people conduct in-person sales. FaceTime is not the typical sales call and 

is less likely to be used in the first meeting unless there is already a connection 

with the customer. FaceTime, however, does create the opportunity to meet with 

remote customers. When communicating through FaceTime, use the same 

techniques as meeting in person. 
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Additionally, it is important to check connections ahead of time so that you do not have any surprises.  

 

Meetings  

You cannot over prepare for a sales meeting. This is the opportunity to pitch to you 

customer and you must make a good impression. 

 

 

Prepare: 

• Confirm – Reach out ahead of time. 

• Set up – Make sure the room is ready and bring necessary materials, including agenda, cards, 

technology, etc.  

• Practice – Go through your talking points and use your technology.  

• Review past conversations – Make sure that you address specific questions.  

During Meeting: 

• Begin on time – Introduce yourself and thank everyone. 

• Facilitate Conversation – Do not simply pitch. There should be communication on both sides. 

• Recap – Review the talking points and make sure to set up a follow-up time if the customer does 

not purchase.  

Look professional

Listen actively

Monitor body language
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Case Study 

Haley and Jenny decided to hold a meeting with a prospect who was showing 

interest. The meeting was a disaster. Haley chose the venue over the phone but 

never looked at the space. Jenny turned up 15 minutes early to set up and realized 

that the room was cramped and lacked the equipment that was necessary for 

their PowerPoint. She called Haley in a panic and blamed her for their imminent 

failure. By the time she got off the phone, she barely had time to set up the table 

before the potential customer and others began to arrive. 
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Module Three: Review Questions 

1. What is the equivalent of the in-person sales call? 

a) Marketing 

b) Sales funnel 

c) B2B 

d) Cold call 

2. What should be done before leaving a sales call? 

a) Respond 

b) Find information 

c) Set appointment 

d) Identify decision maker 

3. What requires extra set up and break down? 

a) Booth 

b) Popup 

c) None 

d) A & B 

4. What is necessary for all retail spaces? 

a) One employee 

b) Employee training 

c) Multiple employees 

d) Unknown 

5. What is not typically used in the first meeting? 

a) Face Time 

b) Skype 

c) A & B 

d) None of the above 

6. What techniques are used with Face Time? 

a) Same as on the phone 

b) Same as in-person 

c) Same as email 

d) None of the above 
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7. How should communication be in meetings? 

a) One-sided 

b) Two-sided 

c) Simple 

d) Open 

8. What is necessary when the customer does not purchase at a meeting? 

a) Review value 

b) Creativity 

c) Nothing 

d) Schedule a follow-up 

9. How early did Jenny arrive? 

a) 15 minutes 

b) 20 minutes 

c) 30 minutes 

d) Unknown 

10. What was not possible? 

a) Meeting 

b) Set up 

c) Nothing 

d) PowerPoint 
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Module Four: Sales Funnel 

The sales funnel is a foundation of any sales technique. To 

develop relationships, it is essential to understand the sales 

funnel. The sales funnel has the following stages generating 

leads, nurturing leads, acquiring a customer base, and expanding 

the customer base. By using the stages of the sales funnel 

correctly, relationships and sales will grow. Improving trust and 

building relationships with customers will help facilitate in-

person sales as well as other sales techniques.  

 

 

Generate Leads 

Lead generation is the act of finding potential sales leads. Lead generation can 

come from both marketing campaigns and interpersonal relationships. The 

methods that you use to generate leads will vary based on your organization. 

Common lead generation techniques include: 

• Print advertising 

• Direct mail 

• Events 

• Promotions 

• Trade shows 

• Newsletters 

• Word of mouth 

• Networking 

• Sales call 

You will probably see some of these techniques overlap into other stages.  

The purpose of lead generation is to bring your company to the attention of potential customers. 

Catalog leads generated to make follow-up easier and nurture potential new customers. There are 

computer programs available that will help catalog leads. 

Sales are contingent upon the attitude of the 

salesman, not the attitude of the prospect. 

William Clement Stone 
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Nurture Leads 

Nurturing leads is the process of connecting with potential customers. These leads 

require management and tracking, and there are programs are available, as we 

already discussed. There are different ways to nurture leads. For example, if the lead 

were generated through a sales call; a phone call, email, or meeting would probably 

be the best way to follow up. Other ways to nurture leads include: 

• Classes 

• Content 

• Newsletters 

• Demonstrations 

• FaceTime 

Regardless of the method used for nurturing leads, you must provide personalized attention. 

Remember, that you are practicing in-person sales. Remember that one follow-up may not be effective. 

Some customers require at least 10 contacts before making a choice to purchase.  

 

Acquire Customer Base 

Customer acquisition occurs when the customer moves from the engagement 

stage to the commitment and purchase of the product. Just because a customer 

has made a commitment to buy, it does not mean that the purchase will be 

made. Customers who have to think about it are less likely to return and 

purchase. There are some ideas that will help move customers from the 

commitment to purchase:

 

Appeal to their values

Offer incentives

Provide follow-up support

Demonstrate expertise

Go above and beyond
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 Once someone makes a purchase, it is important to continue the relationship. The goal is to create 

repeat customers. 

 

Expand Customer Base 

As more people become customers, they share their experiences, which help to 

draw interest from other leads and expand the customer base.  

 

 

Ways to maintain and grow repeat business include: 

• Customer rewards 

• Tutorials 

• White papers 

• Dialogue 

• Mentorship 

• Sales calls 

• Meetings 

• Expand networks through current customers 

• Social media 

Your company and your target customer will help determine which of the techniques will be most 

effective. 

 

Case Study 

Gwen and Lance were attempting to expand the customer base of their catering 

business. As the head of sales, Lance chased after new leads continually. Gwen, 

however, worked customer service and felt like she was always fielding complaints 

about Lance. He failed to follow-up with existing customers, and they believed 

they were undervalued. If Lance earned five customers, Gwen was certain he 

would also lose two.   

Lance believed that once the customer bought the product, he did not need to give them much 

attention.  Gwen presented him with an itemized list of customer complaints and revenue lost. When he 

saw how losing repeat business damaged the bottom line, Lance decided to give current customers his 

attention. 
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  Module Four: Review Questions 

1. Where do leads come from? 

a) Marketing 

b) Prospects 

c) Interpersonal relationships 

d) A & C 

2. What will help monitor leads? 

a) Cataloguing  

b) Follow-up 

c) Emails 

d) All of the above 

3. How many contacts does it take for some customers to purchase? 

a) 3 

b) 1 

c) 10 

d) 5 

4. What would be an effective follow-up for a sales call? 

a) Phone call 

b) Email 

c) Meeting 

d) All of the above 

5. What precedes acquisition? 

a) Commitment 

b) Purchase 

c) Engagement 

d) None of the above 

6. What is likely to happen when a customer has to think about buying?  

a) Nothing 

b) Purchase 

c) Engagement 

d) Commitment 
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7. What will draw interest? 

a) Leads 

b) Goals 

c) Sales 

d) Customer experience 

8. What determines which techniques to use? 

a) Target customer 

b) Company 

c) A & B 

d) None of the above 

9. What did Lance pursue? 

a) Nothing 

b) Follow-up 

c) Sales funnel 

d) New leads 

10. What cause Lance to change the way he operates? 

a) Finances 

b) Nothing 

c) Complaints 

d) A & C 
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Module Five: Prepare  

When moving through the sales leads, it is important to 

prepare carefully. In-person sales take even more 

preparation because you are communicating in the 

moment. Unlike typed media, you will not have the 

opportunity to edit what you share with others. Practicing, 

staying informed, and knowing customers will increase 

opportunities for success.   

 

 

 

 

Effective Methods to Generate Leads 

We already touched on generating leads, and many popular ones are print or 

social media. There are, however, ways to generate leads that tie directly to 

personal communication. One of the best sources of generating leads is through 

customer referrals. Maintaining personal relationships with customers will help 

develop new leads. Beyond maintaining relationships, referral incentives will 

help generate new leads. 

Other methods to generate leads include: 

• Q&A – Hosting a Q&A in-person or online will inform customers about the organization. 

• Consultations – Offering consultations for free give people the opportunity to understand your 

product. 

• Partnerships – Develop business partnerships that help you reach out to new leads and develop 

relationships  

 

 

Every choice you make has an end result. 

Zig Ziglar 
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Know Your Customer 

Before you can generate leads, you must know your customer base. Do not waste 

your time on sales calls if you know the company or individual will not value what 

you have to offer. The best place to begin is through customer demographics.  

Typical Demographics in Generating Leads: 

• Age 

• Gender 

• Median Income 

• Location 

• Community 

• Culture 

• Occupation 

• Family 

• Education 

• Hobbies 

Targeting customers whose values and interests align with your company will improve your chances of 

success.  

After meeting with leads, you must pay close attention to what they do and do not say. Every 

interaction will give you clues to their wants and how you can best meet their needs. 

 

Practice Sales Conversation 

The faster you reach out to an interested lead, the better your chance for 

conversion. Waiting 24 hours or more from lead will decrease the chance of 

conversion. Every interaction with a customer is an opportunity for conversion. 

Additionally, people are more likely to convert when they know a person who uses 

your product, which is why it is important to keep happy customers.  

Keep track of the techniques you use to promote sales conversion, which will vary according to the 

venue. Common methods include retail, sales calls, meetings, etc.   

A conversion rate is: (Number of sales / Number of leads) * 100 

When you determine conversion rate, evaluate the numbers to determine what changes need to be 

made. Consider why people say no and make the necessary changes. 
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Set Goals 

All sales goals need to be SMART, which is Specific, Measurable, Achievable, Reasonable, 

and Timely. When applying in-person techniques, you need to consider what you are 

already doing and what you can do to improve. For example: 

 

 

Goals to consider are revenue generated; closed deals, opportunities, sale qualified leads, market 

qualified leads, sales velocity, and the conversion rate. 

 

Case Study  

Cooper and Amy were preparing to attract new customers to their clothing company. 

Amy wanted to cast a wide net to get people from different walks of life. Cooper 

agreed that it was a good idea to try to make as broad a base as possible. After a 

month, the sales were sporadic. They had a few committed customers, but hardly any 

repeats. They discussed the issue with a mentor from business school, and she advised 

that they pay attention to the demographic of their ideal customers.     

 

 

  

How often do you follow up with leads?

How often do you hold meetings?

What educational opportunities do you offer 
and how often?

How often do you provide service after the sale?
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Module Five: Review Questions 

1. What is the best source of lead generation? 

a) Sales 

b) Commitment 

c) Referrals 

d) None of the above 

2. What will incentives do? 

a) Acquire leads 

b) Generate leads 

c) A & B 

d) None of the above 

3. What should do if your company and lead do not share values? 

a) Make a sales call 

b) Attempt to change the customer  

c) A & B 

d) Nothing 

4. What is the best way to know the customer? 

a) Demographics 

b) Networking 

c) Conversion 

d) Acquire leads 

5. How long of a wait will decrease the chance of conversion? 

a) 24 hours 

b) 48 hours 

c) 72 hours 

d) All of the above 

6. When are there opportunities for conversion? 

a) Each interaction 

b) First meeting 

c) Conference call 

d) None of the above 
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7. What is true of all sales goals? 

a) They focus on finances 

b) Nothing 

c) They need to be SMART 

d) They customer focused 

8. What is NOT part of the SMART goal? 

a) Specific 

b) Measurable 

c) Achievable 

d) Related 

9. How were sales after a month? 

a) Sporadic 

b) Low 

c) High 

d) Unknown 

10. What demographics did they use at first? 

a) Culture 

b) None 

c) Age 

d) Income 
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Module Six: Presentation 

The in-person presentation is where you must 

put your best foot forward. As we have already 

established preparation is critical. Whether it is 

an informal one-on-one or a large group, what 

and how you present your company is critical. 

Always remember to stay on point, connect 

with customer values, and consider previous 

discussions. All of this will improve your 

presentation and chances for success.   

 

Determine Venue 

The venue that you choose will vary according to the type of in-person meeting that 

you have. A company office might be effective for some meetings while larger 

spaces would be required of others. Regardless of the size of your meeting, there 

are common factors must always be considered for their values. 

 

 

Location

Choose a location that is convenient for everyone.

Space

The space must be the right size and layout. Also, 
consider what equipment you need.

Service

Consider whether food is necessary. If you have a 
meal, serve it in the least distracting way.

If you are not taking care of your customer, 

your competitor will. 

Bob Hooey 
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Stay on Point 

This topic may seem too obvious to mention, but overlooking it can lead to 

problems that you want to avoid. Start by determining the purpose of your 

presentation and understanding your audience. Prepare by collecting all of the 

data you need. It must be current and accurate. Create a presentation that 

includes: 

• Information 

• Stories / Examples 

• Visual support 

Every presentation needs a hook. Your opening statements must keep the attention of your audience. 

After crafting your presentation, practice, practice, practice. Practice the presentation aloud, and record 

yourself, or use a trial audience to get an idea of what you need to perfect. Focus on: 

• Timing 

• How keep control of interruptions 

• Memorization – Keep the final draft with you to stay on point 

• Body language 

 

Tie the Information to Customer Values 

By this time, you should know what your customer values based on the demographics 

and interactions. Any information that you have should be framed with these values 

in mind. For example, tell stories about how the product saves money or benefits 

families better than the competition. Evidence such as customer comments or trials 

will help convince customers that you speak to their values and will provide for their 

needs. Any information that relates to values should be packed into your 

presentation.  

 

Refer to Past Conversations 

There should be interactions with potential customers before any 

presentations, so it is important, to sum up past conversations in 

presentations. Begin with a recap of what the customers have said they 

needed in the past. Stay focused on the main needs in your presentation, 

but be prepared to address any questions that may arise.  

With each customer need and conversation addressed, it is important to highlight a solution. In the 

presentation setting, you must lead with the most relevant aspects of each solution. Do not overwhelm 
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the clients with too much information. You can always answer questions or schedule another time to 

talk in-depth about specific solutions.  

 

Case Study 

Adam and Julie were working on a presentation to promote their eco-friendly cleaning 

business. Adam organized detailed information, and they worked on presenting the 

benefits of chemical free cleaning. The presentation went well, and some people 

expressed interest. Julie followed up by asking the attendees to fill out a survey. While 

many individuals were taken by the idea of the services, they were not necessarily 

convinced that the company was their best option. Only two people out of 20 

completed the sales process.  
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Module Six: Review Questions 

1. What determines which venue you choose? 

a) Company 

b) Meeting 

c) Information 

d) All of the above 

2. What needs to be considered when choosing the space? 

a) Size 

b) Layout 

c) Equipment 

d) All of the above 

3. What is true of data? 

a) It must be current 

b) It must be complex 

c) It must be accurate 

d) A & C 

4. What gets the attention of the audience? 

a) First line 

b) Images 

c) A & B 

d) None of the above 

5. What will help convince customers that you reflect their values? 

a) Evidence 

b) Presentation 

c) Goals 

d) Information 

6. What is evidence? 

a) Trials 

b) Customer comments 

c) A & B 

d) None of the above 
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7. What should you recap? 

a) Questions 

b) Values 

c) Cost 

d) Customer needs 

8. What should be done when addressing past conversations? 

a) Point out standards 

b) Nothing 

c) Address values 

d) Highlight solutions 

9. What was presented? 

a) Customer stories 

b) Case studies 

c) Detailed information 

d) Value 

10. How many people became customers?   

a) 12 

b) 20 

c) 15 

d) 2 
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Module Seven: Engage 

Always engage with potential customers. In order to 

engage and create new customers, salespeople must 

understand emotional intelligence. Other skills that need 

to be developed include allowing prospects the 

opportunity to evaluate while overcoming objections. 

Additionally, providing customer incentives will improve 

the chances of success.   

 

 

 

Emotional Intelligence 

Emotionally intelligent people understand their emotions as well as the emotions of 

others, which makes them particularly well-suited for sales. There are numerous 

quizzes available that help gauge personal levels of emotional intelligence. 

 

There are several characteristics that emotionally intelligent people display: 

• Self-aware – They honestly know how they are feeling and can keep control of their emotions. 

• Self-regulate – They do not act impulsively. Their decisions are not based on personal feelings.  

• Moved – They focus on long-term success rather than short-term rewards. 

• Empathy – The ability to identify and sympathize with the feelings of others. 

• Social Skills – They communicate well and operate effectively in teams.  

 

  

Sales are contingent upon the attitude of the 

salesman, not the attitude of the prospect. 

William Clement Stone 
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Allow Evaluation  

One of the worst mistakes someone can make in sales is to press too hard. 

Overwhelming people with information and hounding them will actually push 

them away from you. Potential customers must be allowed to evaluate 

information and weigh their options. You can be part of this process, however, by 

providing comparisons of your different products or services in one location or 

handout. You can also include accurate comparisons with your competition. 

Remember to make the information simple and easy to understand. Help guide prospects, but allow 

them to draw their own conclusions. They have to believe that they have made the best possible choice 

and not been strong-armed into a decision.  

 

Overcome Objections 

Every sales person will meet with objections. Successful individuals will not allow 

these objections to end the relationship. The best way to handle objections is to 

anticipate them and focus on moving prospects to the next step of the sale rather 

than the end goal. The most common objection is the cold shoulder. Prospects will 

simply ask you to send over information and never respond. There are different ways 

to handle this. You can ask for 30 seconds or offer qualifications.  Other common 

objections include: 

  

 

Lack of funds

Address:
Be understanding and offer to show the 

value 

We do not have time

Address: Attempt to set up a better time

We use the competition

Address:
Offer to demonstrate value is individual or 

complementary product 
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Incentives  

Offering customer incentives can be the action that moves prospects to become 

committed customers. The incentives will vary according to individual businesses and 

customer base. There are some common incentives that companies use to motivate 

purchasing: 

• Free items 

• Reduced prices, rebates, etc. 

• Bonus 

• Upgrades 

• Prizes 

• Promotions 

• Information 

 

Case Study 

George was focused on engaging customers. He engaged in sales calls and 

follow-ups. After his first quarter, he was discouraged. He kept running into 

obstacles that shut down his progress. He did not want to waste time with 

people who were not interested, but he felt like he was always listening to 

excuses. He consulted Todd, his supervisor. Together they practiced working on 

the techniques to help George improve his leads and increase his sales. 

 

 

  

http://www.atlanticspeakersbureau.com/
http://www.humanskillsdevelopment.ca/


Page 37  Atlantic Speakers Bureau and Human Skills Development  

Module Seven: Review Questions 

1. What are emotionally intelligent people aware of? 

a) Their emotions 

b) I.Q. 

c) Emotions of others 

d) A & C 

2. What do emotionally intelligent people Not base their actions on? 

a) Communication 

b) Feelings 

c) Values 

d) All of the above 

3. What is one of the worst mistakes someone can make in sales? 

a) Guide gently 

b) Press too hard 

c) Valuing 

d) Being creative 

4. What can you compare for customers? 

a) Your different product 

b) Your product and competition 

c) A & B 

d) Nothing 

5. What is the most common objection? 

a) Cold shoulder 

b) Lack of funds 

c) Competition 

d) Time 

6. What is the best way to handle to the most common objection? 

a) Demonstrate value 

b) Varies 

c) Be understanding 

d) Ask for 30 seconds 

7. What is the point of incentives? 

a) Personal interest 
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b) Social skills 

c) Emotional intelligence 

d) Inspire commitment 

8. What determines incentive? 

a) Individual business 

b) Interest 

c) Customer base 

d) A & C 

9. When did George become discouraged? 

a) After first quarter 

b) Never 

c) In the first quarter 

d) Last quarter 

10. What did George find? 

a) Incentives 

b) Reports 

c) Nothing 

d) Customer obstacles 
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Module Eight: Commitment 

The commitment phase of the sales process is highly delicate. It is 

important to understand how to move people from a verbal 

commitment to the actual sale. This requires maintaining 

connections, reminding customers of values, and calls to action. 

Going into this process prepared will improve the chances of 

success.  

 

 

A Verbal “Yes” 

Do not let your guard down once a prospect provides you with a verbal yes. The “yes” is 

simply an indication of intention in most cases. If you do not follow through to the point 

of sale, the “yes” is meaningless. There are several different ways that the verbal “yes” 

can slip to a permanent “no.” 

 

The prospect gets busy and sidetracked.

The competition tries to undercut your 
deal.

The salesperson gets sidetracked and fails to 
follow-up. 

People don’t ask for facts in making up their 

minds. They would rather have one good, soul-

satisfying emotion than a dozen facts. 

Robert Keith Levit 
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No matter how firm you believe the yes to be, you must take responsibility to act on your promises and 

maintain a connection. 

 

Maintain Connection 

Maintaining a connection requires following up with clients. The odds are that you 

have more than one client, so keep up with notes and use a CRM system if you have 

one. Pay attention to any promises that you made and deliver on them. As the old 

saying goes, “over commit and under deliver.” When following up, you should: 

 

• Contact people when you say you will. 

• Provide them with any updates or new information. 

• Connect with all people involved in the process.  

• Frequently communicate using the method that they prefer. 

• Ask for a commitment. 

Remember that going to long between communications can be detrimental to achieving true 

commitment and your sale. 

 

Remind Customer of Value 

When customers are close to making a commitment, it is important to remind them 

of the value, which is why you peaked their interest in the first place. This can be 

done in different ways: 

• Compare price with the competition. 

• Remind customer about shared personal and professional values. 

• Bring up incentives. 

• Share what sets your brand apart from everyone else. 

What you share with customers will depend on your company, level of relationship, and commitment. 

Remember that there is nothing wrong with recalling value, but you do not want to seem desperate 

when you do.  
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Call to Action 

Calls to action are not the only for online shoppers. They can occur anywhere and are 

quite simply opportunities for customers to buy immediately. Your calls to action will 

be unique to your business, but there are some tips to help you make them effective. 

• Create a sense of urgency – Appeal to supply and demand.  Customers are 

motivated by scarcity. 

• Use action words. 

• Offer extras for immediate actions – These include free shipping, etc. 

• Limit choices – Do not offer too much; it confuses customers. 

• Stand out – Any visual presentations should highlight calls to action. 

Calls to action can be very effective when used correctly. Again, customers should be close to making a 

final commitment, or this may scare them away. 

 

Case Study 

Chloe had been working with Maribel for the past two weeks when Maribel 

verbally committed to signing a contract with Chloe’s dance studio for lessons. 

Chloe was sure that the sale had been made, and since she was so busy, she 

decided to wait for Maribel to contact her. After three days, Chloe had not 

heard anything and decided to follow-up with her new customer. Maribel 

answered and explained that she changed her mind. Some friends convinced her that the cost of the 

lessons was too high for her to afford.  

 

 

  

http://www.atlanticspeakersbureau.com/
http://www.humanskillsdevelopment.ca/


Page 42  Atlantic Speakers Bureau and Human Skills Development  

Module Eight: Review Questions 

1. What does the verbal “yes” imply? 

a) End of sale 

b) Commitment 

c) Intention 

d) None of the above 

2. What must be maintained after receiving the “yes”? 

a) Responsibility 

b) Nothing 

c) Promises 

d) Connection 

3. What will help monitor clients? 

a) Follow-up 

b) Meetings 

c) CRM system 

d) Nothing 

4. What is necessary to deliver? 

a) Connection 

b) Communication 

c) Independence 

d) Promises 

5. What do customers need to be reminded of? 

a) Facts 

b) Value 

c) Nothing 

d) Emotions 

6. What determines what you share with customers? 

a) Company 

b) Level of relationship 

c) Commitment 

d) All of the above 
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7. What is a call to action? 

a) Online tool 

b) Engagement 

c) Commitment 

d) Opportunity to buy 

8. What motivates customers? 

a) Scarcity 

b) Nothing 

c) Actions 

d) Limited choices  

9. How long did it take to receive a yes? 

a) Three days 

b) Two days 

c) Three weeks 

d) Two weeks 

10. How long did Chloe take to follow-up? 

a) Three days 

b) Two days 

c) Three weeks 

d) Two weeks 
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Module Nine: Sale  

The final sale is the goal of every sales relationship. At this stage, it is 

important to stay calm and focused. Remember to make the process as 

easy as possible and provide exceptional service until the end and beyond. 

Additionally, you will go far in thanking and rewarding customers who 

choose you over the competition.    

 

 

 

 

 

It Isn’t Over Till It’s Over 

Remember that the sale is not over until the customer pays. We have already 

addressed taking a customer through the commitment stage of the sales 

process. Now it is time to explore how to address rejection. Remember that 

“It Isn’t Over Till It’s Over.” If the answer is “no,” find out why. For example, if 

a customer is experiencing change and unable to commit, consider following 

up at a later date when things have calmed down. Learn from what customers 

say, and it will be easier to turn rejection into a sale. 

  

Every sale has five basic obstacles: no need, no 

money, no hurry, no desire, no trust. 

Zig Ziglar 
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Make the Process Easy  

The buying process should be as simple as possible. Take the time to 

examine possible barriers to sales and discover ways to simplify the 

process. Each business and customer needs is unique, so take a careful look 

at your business and compare it with similar organizations. Different ways 

to simplify the sales process include: 

• Payment methods accepted 

• Packaging 

• Automatic payments for repeat orders 

• Customer support 

• Contracts 

These are just a few areas to consider when simplifying the buying process. Remember that customers 

are attracted to companies that simplify their lives. 

 

Close with Exceptional Service  

Exceptional service is particularly important at the close of a sale. Along with 

providing a valuable product, the close requires you to continue building the 

relationship. Do not just take the money and run. There are a few ways to exceed 

expectations at the close of the sale.   

 

 

You should also thank and reward customers, which we will address next.  

 

 

Offer to be available for any questions or 
support.

Communicate sincerely by building on 
past interactions.

Ask if the customer has any other needs.
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Thank and Reward 

At the end of the sale, thank and reward your customer. Remember to be 

sincere in your gratitude and share how you look forward to meeting again in 

the future. It is also a good idea to consider a parting reward such as a 

discount on the next purchase or a small gift. You want the customer’s last 

memory of closing the sale to be positive. This will help them retain positive 

associations and develop loyalty. We will discuss ways to develop customer 

loyalty after sales in the next module.  

  

Case Study 

Sally purchased some expensive skin care products from Roger. His brand was 

high end and specialized. He ended the sale by taking her money and handing 

her the product. She thought that he might have been distracted and let it go at 

first. Still, it bothered her that he did not thank her for her patronage. When she 

ran out, she debated going back because there had been no contact since her 

last purchase.   
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Module Nine: Review Questions 

1. What should be done when the customer says no? 

a) Make other offers 

b) Do not follow up 

c) Leave 

d) Find out why 

2. What should sales people learn from? 

a) ROI 

b) Unknown 

c) What customers say 

d) Cost 

3. What should be examined? 

a) Simplicity 

b) Barriers 

c) Goal 

d) None of the above 

4. What is necessary after examining the business? 

a) Comparison 

b) Discover 

c) Simplify 

d) Unknown 

5. What must continue at close? 

a) Relationship building 

b) Selling 

c) Upsells 

d) Guarantees 

6. What should be provided at the close of a sale besides service? 

a) Nothing 

b) Money 

c) Contract 

d) Valuable product 
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7. What should occur at the end of the sale? 

a) Letters 

b) Form letter 

c) Goals 

d) Positive memory 

8. What would be considered a reward? 

a) Thank-you card 

b) Follow-up 

c) Discount 

d) All of the above 

9. What did Roger say at the point of sale? 

a) Instructions 

b) Thank you 

c) Nothing 

d) Reward offer 

10. What did Sally do when she ran out? 

a) Find another store 

b) Purchase more 

c) Use another product 

d) Unknown 
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Module Ten: Loyalty 

Never underestimate the significance of customer 

loyalty. Repeat customers are more than a source of 

income. They are the best advertisements that you can 

find. Consider ways to ensure customer loyalty through 

continuity programs and rewards. Finds ways to remain 

relevant to your customers, and maintain a personal 

connection using hand written cards. 

 

 

Continuity Programs 

In continuity programs, customers agree to automatic payments for repeat 

orders, or specialized orders or services. The program usually has a specific time 

frame. Continuity programs cover a range of brands and products. From 

toiletries and clothing to food and services, continuity programs are 

everywhere. There are companies that allow consumers to enjoy free trials of 

their programs to demonstrate the value.  

Types of Continuity Programs: 

Retainer – A monthly payment for services is a retainer program. An accountant, for example, would 

work with a retainer. The retainer method provides hours of work for a set price. 

Perpetual – The perpetual model continues until the customers choose to close their accounts. 

Examples of this would include gym memberships or online streaming services. 

Micro – Micro programs last for a specific time. Providing products for six months or certain training 

courses are micro programs. People often choose to purchase more microprograms if they are satisfied 

with their initial experiences. 

Club – Some programs charge fees for club memberships. The fee provides members with access to 

resources or mentors. For example, members of a knitting club could receive advice from professionals, 

information, and patterns. 

I like to think of sales as the ability to 

gracefully persuade, not manipulate, a person 

or persons into a win-win situation. 

Bo Bennett 
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Association – In associations, the members pay a fee for the opportunity to connect with other people 

in their field and build their expertise. Forums are useful tools for associations to stay connected. 

 

Special Rewards 

Special rewards encourage customer loyalty. Common customer rewards include 

discounts, coupons, free merchandise, or advanced releases of new products. There 

are different types of programs frequently used, which include: 

 

• Point – The basic customer rewards are the point method. As customers buy items, they earn 

points they redeem for rewards. 

• Tier – Like the point system, this program begins with small rewards. The rewards customers 

can earn increase as their purchases do.  

• Fee – Memberships with paid fees provide customers access and perks. Amazon Prime is an 

example.  

 

Handwritten Cards 

Communicating with customers through handwritten cards may seem outdated, but it is 

still very effective. In the age of the text message, receiving a card will show that the sales 

person was thoughtful and took extra time and effort into the message. When sending out 

cards, it is important to remain professional yet sincere.  

• Choose cards that reflect the company. 

• Personalize the cards using customer notes. 

• Make it relevant  

• Write legibly  

Cards are appropriate when following up after a sale. They can also be used on birthdays or to invite 

customers to special offers.  
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Remain Relevant 

Companies need to remain relevant to their customers in order to inspire loyalty. 

Customer needs and values will change over time as will technology. When organizations 

fail to stay connected with customers, they will lose their loyalty.  

 

Ways to Remain Relevant: 

• Stay true to the company values 

• Reflect on past success 

• Customize technology based on customer expectations 

• Monitor changes to society 

• Pay attention to changes in the market 

• Listen to customers and employees 

While it is necessary to remain relevant, the key is to connect the company values to the customers, not 

change the organizational values with every passing fad.  

 

Case Study 

Mary and Ruth had a thriving business selling boutique clothing. After 10 years, their 

numbers began to drop. More customers were using technology that they could not 

support. Additionally, they failed to connect with their customers using the electronic 

methods that they preferred. Mary thought about making the necessary changes to 

stay relevant to their customer base. Ruth was not as convinced. She did not see the 

benefit of updating technology that would simply change again. She called it a fad. Mary did some 

research to try to convince Ruth to change her mind. 
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Module Ten: Review Questions 

1. What incentives to companies provide continuity programs? 

a) Information 

b) Respect 

c) Free trials 

d) All of the above 

2. What program lasts for a predetermined amount of time? 

a) Association 

b) Club 

c) Retainer 

d) Micro 

3. What do rewards encourage? 

a) Nothing 

b) Loyalty 

c) Evaluation 

d) Commitment 

4. What is the basic method of customer rewards? 

a) Point 

b) Tier 

c) Fee 

d) None of the above 

5. What do cards represent? 

a) Waste 

b) Out-dated ideas 

c) Thoughtfulness 

d) None of the above 

6. When can cards be used? 

a) Follow-up 

b) Special offers 

c) Birthdays 

d) All of the above 
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7. By remaining relevant, a company will inspire what? 

a) Values 

b) Interest 

c) Loyalty 

d) Brand 

8. What changes relevance? 

a) Needs 

b) Values 

c) Technology 

d) All of the above 

9. How long before the numbers fell? 

a) 1 year 

b) 7 years 

c) 10 years 

d) They did not 

10. What changed with the customers? 

a) Values 

b) Technology 

c) Unknown 

d) A & C 
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Module Eleven: Expand 

Every company needs to expand its customer base. Customer loyalty 

and in-person connections will serve to expand the number of 

customers you have. Expanding and maintaining a strong customer base 

must become a priority for everyone. Using tactics such as word of 

mouth, networking, meetings, and clubs will help improve your chances 

of growing your company.   

 

 

 

Word of Mouth  

Word of mouth advertising is the best possible method of advertising. The best way 

to deliver word of mouth advertising is satisfying customers. There are, however, 

ways to draw attention to the organization and inspire people to talk about your 

company.   

 

 

Referral incentives

Social media 

Marketing events

Sharable content

The best sales questions have your expertise wrapped into 

them. 

Jill Konrath 
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The more people who share positive experiences with their friends, the more likely other people are to 

make purchases of their own. 

 

Networking 

Networking is a term that people throw around frequently. When you engage with 

people correctly, the rewards are great. Problems typically occur when the individual 

networking does not believe in the action and fails to put in the necessary effort.  

 

How to Network: 

• Prepare what you will say and how you will say it. (Consider preparing an elevator pitch.) 

• Be open-minded and do not dismiss anyone. 

• Make connections that are reciprocal relationships. 

• Be sincere. 

• Follow-up 

Networking can occur at different events, which we will discuss below. 

 

Meetings 

We have discussed holding meetings, but you can also expand your customer base by 

attending meetings, which is an essential part of networking. Meetings are typically 

structured events, but they still offer opportunities to socialize and find new 

customers. In meetings, there is little time to socialize, so take advantage of every 

opportunity, including before the meeting, during the break, and afterward. If you 

manage to make a contact, follow-up with a meeting of your own.    
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Clubs 

Clubs are useful social events where people with similar interests gather 

together. In clubs, you have the opportunity to learn and also showcase your 

own abilities. As you learn and share your knowledge, you will be able to set 

yourself up as an expert in your field, which will attract new business to your 

company. Additionally, clubs provide more opportunity for social interaction than 

meetings and the chance to develop your networks while expanding the customer base.  

 

Case Study 

Will decided to focus on networking. He prepared his elevator speech and went to 

functions knowing who could add value and become potential customers. Will spent 

most of his time pursuing these people. After a month, he only connected with one 

person. He discussed the problem with Ann, a friend who was constantly making 

contacts through networking. She noticed that he seemed desperate and insincere at 

events, which hurt his results. 
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Module Eleven: Review Questions 

1. What damages networking? 

a) Too much effort 

b) Nothing 

c) Failing to believe in it 

d) None of the above 

2. What is a specific prepared communication used to network? 

a) Nothing 

b) Dialogue 

c) Active listening 

d) Elevator pitch 

3. What is the best method of advertising? 

a) None 

b) Print 

c) Social media 

d) Word of mouth 

4. What is the best way to deliver word of mouth advertising? 

a) Satisfy customers 

b) Print media 

c) Media 

d) Creative outlets 

5. What is true of meetings? 

a) They are open 

b) They are structured 

c) Anyone can attend 

d) None of the above 

6. When should you network at a meeting? 

a) Before meeting 

b) At break 

c) After meeting 

d) All of the above 
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7. What do clubs provide? 

a) Learning 

b) Showcase abilities 

c) A & B 

d) None of the above 

8. Setting yourself up as _____ attracts customers. 

a) Interested 

b) Sales person 

c) Expert 

d) None of the above 

9. What did Will prepare? 

a) Nothing 

b) Discussion 

c) Elevator speech 

d) Listening 

10. How many contacts did Will make? 

a) Unknown 

b) 1 

c) 2 

d) 3 
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Module Twelve: Wrapping Up 

Although this workshop is coming to a close, we hope that your 

journey to learning about in-person sales is just beginning. Please 

take a moment to review and update your action plan. This will be a 

key tool to guide your progress in the days, weeks, months, and 

years to come. We wish you the best of luck on the rest of your 

travels!  

 

 

 

 

Words from the Wise 

• Mary Kay Ash: Pretend that every single person you meet has a sign around his or her neck that 

says, ‘Make me feel important.’ Not only will you succeed in sales, you will succeed in life. 

• William Bernbach: Nobody counts the number of ads you run; they just remember the 

impression you make. 

• J. G. Holland: The secret of man’s success resides in his insight into the moods of people, and his 

tact in dealing with them. 

• Zig Ziglar: Lack of direction, not lack of time, is the problem. We all have twenty-four hour day. 

 

Lessons Learned 

• Understand in-person sales. 

• Explain the sales funnel.   

• Explore sales techniques. 

• Develop loyalty. 

• Identify ways to build customer base. 

 

Excellence is not a skill. It’s an attitude. 

Ralph Marsten 
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